
Reframing Aging: 

Do you need an 

attitude 

adjustment?

Presented by:

Frameworks Institute

Minnesota

Vermont

New York 

American Society on Aging 

Conference ðApril 20191









What do you think the average 

person in your state thinks about 

when someone talks about aging?



Do they think of this?



Or do they think of this? 



Although both of those representations can be 

true, the majority of the population tends to 

believe that aging means that individuals:

Åbecome a drain on finite resources 

Åhave less to contribute

Åare weak and frail

ÅDo not contribute to the economy

The language we use can unintentionally lead us to those 

negative conclusionséé



Reframing Aging 

Ô Whatõs the problem? Aging is not the problem, but the way we talk 

about aging is. Most people, without even thinking of it, use language 

that describes aging as a negative experience. Unfortunately, this 

language contributes to òAgeismó in our culture, which is a stereotyping 

or discrimination of a person or group of people because of their age. 

This is a serious challenge in our culture and communities, manifesting in 

the unconscious thoughts we have, the actions we take, and the social 

policies, institutions and systems we create.

Ô Whatõs the solution? To change the way our society thinks and acts 

about aging, we must begin to change the way we talk. Reframing 

aging using common language that celebrates our collective 

experience as we all age helps contribute to solutions.  The language 

we use truly matters.      

From the Vermont Re -framing Aging document
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https://asd.vermont.gov/reframing-aging-vermont


And Now for the Facts about Aging: 

50+ Longevity Economy

Ô 83 percent of US household wealth is held by people over 50. 

Ô Access to credit and assets allows the group to spend more on goods, 

services and investments than their younger counterparts. 

Ô direct spending on consumer goods and services, including health care, 

by those aged 50 and over amounted to $5.6 trillion in 2015. The under -50 

population spent $4.9 trillion during the same period. 

Ô When summed together, approximately $1.8 trillion in federal, state and 

local taxes were attributable to the Longevity Economy in 2015 ñ

Ôabout 34 percent of federal tax revenue and 41 percent of state and 

local tax revenue collected in the US.



Ô 50-plus cohort 

Ôspends more overall than their under - 50 counterparts, 

Ôaccounts for a majority of the spending in several categories of goods 

and services, including: 

Ôhealthcare, 

Ônondurable goods, 

Ôdurable goods, utilities, 

Ômotor vehicles and parts, 

Ôfinancial services and 

Ôhousehold goods. 

Ô 50+ also account for the majority of: 

Ôvolunteering, 

Ôphilanthropy, and 

Ôdonation activities in the US. 



Ô As people in the 50 -plus cohort make purchases at grocery 

stores, retail outlets, restaurants, healthcare centers, and so 

on, money ripples through these providersõ supply chains. 

ÔAnd the longer people remain in the labor market, the 

more they earn and have to spend. 

Ô spending by people aged 50 and over in the US in 2015 

supported:

Ômore than 89.4 million jobs

Ôover $4.7 trillion in labor income. 

Ô 61 percent of all US jobs and 43 percent of labor income 

was related to spending by the 50 -plus cohort. 
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